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Mission of CDC’s State Heart Disease
and Stroke Prevention Program:

To provide public health leadership to improve cardiovascular health for all, reduce the
burden of cardiovascular disease, and eliminate disparities associated with heart disease
and stroke.




HEART-HEALTHY AND STROKE-FREE AT WORK:
SUCCESSFUL BUSINESS STRATEGIES
TO PREVENT HEART DISEASE AND STROKE

TOOLKIT GUIDE

I. INTRODUCTION

“Healthy citizens lead to a healthy economy”
—Adam Smith, The Wealth of Nations, 1804

Heart disease and stroke, the principal
components of cardiovascular disease (CVD), * Nearly all employers (96%) report
are among the nation's leading causes of death being critically or significantly
and disability. Heart disease is a leading cause concerned about health care costs.”
of permanent disability among working age e Only 18% of employers are very
adults.' Heart disease and stroke are also the confident in their ability to manage
most expensive health conditions to increases in health care costs.’
businesses. The good news is that employers ? Hewitt Associates, Health Care Expectations: Future
can save on health care costs by taking action. Strategy and Direction, 2004

3 Creating a Sustainable Health Care Program: Eighth
In 2002, the US Centers for Disease Control Annual Washington Business Group on Health/Watson
and Prevention (CDC) initiated the Heart- Wyatt Survey Report, 2002

Healthy and Stroke-Free at Work project to
identify effective interventions and approaches that can influence employers to buy prevention-
related benefits for cardiovascular health (CVH). The Heart-Healthy and Stroke-Free at Work

project produced evidence that certain health plan benefits and worksite programs can improve
the health of employees, prevent heart disease and stroke, and produce cost savings.

During Phase 1 of the Heart-Healthy and Stroke-Free at Work project, we conducted formative
research to identify effective interventions and promising practices for preventing heart disease
and stroke (with a focus on controlling high blood pressure and cholesterol) at the worksite,
through health plans, and in health care settings. This research included a literature review and
analysis of CVH interventions. Interviews were also conducted with six employers/purchasers
and three health plan providers that implemented promising practices with successful outcomes.
The results of this research served as the basis for the following Toolkit components: Reducing
the Risk of Heart Disease and Stroke: A Six-Step Guide for Employers, and Evaluating Health
Plan Benefits and Services to Promote Cardiovascular Health and Prevent Heart Disease and
Stroke.

Phase 2 focused on the development of the Heart-Healthy and Stroke-Free Toolkit of Successful
Business Strategies to Prevent Heart Disease and Stroke. It is designed to assist State Heart

! American Heart Association. Heart Disease and Stroke Statistics: 2005 Update.
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Disease and Stroke Prevention Programs (referred to in this guide as state programs) in making
the business case to employers. The Toolkit provides state programs with suggestions about
which health benefits, services, and interventions can improve employee cardiovascular health,
prevent heart disease and stroke, and reduce related costs.

The Role of State Programs in Worksite Heart Disease and Stroke Prevention Benefits and
Services

State programs focus on promoting policy, environmental, and system changes and on providing
education to improve cardiovascular health and prevent heart disease and stroke in populations
throughout the nation. To meet these goals, state programs partner with and seek to motivate
those in leadership positions who make policy and environmental changes in health care settings,
workplaces, schools, and the community. In the business community, state programs provide
leadership by:

e Promoting the importance of comprehensive heart disease and stroke prevention
programs at the state and regional levels, rather than approaching businesses one-on-
one or providing direct services to worksites.

e Working at the macro level (the highest level of change) through direct service
organizations to provide technical assistance in program design and evaluation to
businesses.

¢ Disseminating best and promising practices that demonstrate successful worksite
policy and environmental changes that realize cost savings.

e Establishing and coordinating partnerships with organizations that encourage
businesses to implement heart disease and stroke prevention policies and system
changes. (See Section IV for a complete list of macro-marketing strategies).

The Successful Business Strategies to Prevent Heart Disease and Stroke Toolkit provides
information, materials, and tools that state programs can reference and distribute to businesses,
primarily through employer and professional organizations. The Toolkit also assists state
programs in addressing these CVH priority areas:

e Providing health care coverage for employees and their families that includes primary
and secondary prevention services addressing heart disease and stroke, as well as
rehabilitation services for heart attack and stroke survivors.

e Assuring detection and follow-up services with employees at the worksite to control
high blood pressure and cholesterol.

e Promoting adequate cost coverage or reimbursement for prescription drugs required
for secondary prevention of heart disease and stroke.

e Assuring implementation of policies that support employee training and education on
signs and symptoms of a heart attack and stroke, the importance of calling 9-1-1,
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cardiopulmonary resuscitation (CPR) methods, and the use of automated external
defibrillators (AEDs).

The Toolkit also provides an ideal resource for state programs to collaborate with other chronic
disease partners throughout the state in developing comprehensive CVH worksite programs and
cultivating “champions” who will promote these activities. States should not use CDC Heart
Disease and Stroke Prevention funds to pay for individual worksite lifestyle change programs.
Employers can contact other agencies and use other resources referenced in the Toolkit for this

purpose.
Purpose of This Guide

The purpose of this guide to the Toolkit is to assist state programs to:

e Use Toolkit materials and resources effectively with employer and purchaser groups
and organizations at the state, regional, and local levels.

e Plan and execute marketing activities to reach and engage business organizations.

e Present a compelling case that persuades business leaders and organizations to
support interventions to promote CVH and prevent heart disease and stroke.

Il. TOOLS YOU CAN USE

The materials in this Toolkit are intended to motivate employers to provide prevention health
benefits and services for their employees and establish effective worksite programs to prevent
heart disease and stroke. State program staff can use all or some of these materials, depending on
the type of meeting or presentation conducted with an employer, business group, or health
association. A CD-ROM with all the Toolkit materials is included for easy reproduction and
adaptation. Materials will also be available online at www.cdc.gov/cvh. The Toolkit provides the
following resources:

Tool

Purpose

Reducing the Risk of Heart Disease and
Stroke: A Six-Step Guide for Employers

A handout that allows users to make the case to
employers for investing in comprehensive
programs and services to prevent heart disease
and stroke. It includes information about
promising employer practices and effective
interventions. It will also allow employers to
estimate how much they can save on costs
related to health care, absenteeism, and lost
productivity by investing in these programs.

Evaluating Health Plans Benefits and Services
to Promote Cardiovascular Health and Prevent
Heart Disease and Stroke

A checklist to help employers choose and
negotiate a health benefits package that fits their
business and workforce.

Promising Practices Summary
and Koop Award Winners

A summary of successful programs in different
worksite and health care settings for preventing
heart disease and stroke.
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Tool Purpose

PowerPoint Presentation A presentation for employers and business groups
using the information in the Six-Step Guide for
Employers.

CVD and Business Glossary Definitions and business terms related to heart
disease and stroke prevention and disease
management.

Additional Resources Information such as national guidelines, additional
worksite toolkits and assessment tools,
performance measurement tools, and
associations and agencies that address heart
disease and stroke prevention.

Articles Selected articles on prevention benefits and
services that support the business case for
cardiovascular health.

lll. MACRO-MARKETING: DEFINITION AND BENEFITS

Macro-marketing is an approach for reaching and selling to organizations in a market on a large
scale. This approach involves providing information at one time to multiple business groups or
organizations composed of employers and their key managers and leaders. This efficient
approach makes it possible to engage a larger target audience and gain their support for
interventions that will improve employee health.

IV. COMPONENTS OF A MACRO-MARKETING EFFORT

1. “Grass-Top” Level Support

Successful worksite health promotion programs often have the support of corporate leaders and
decision makers. Business leaders who believe that heart disease and stroke prevention programs
benefit their employees and the company’s bottom line will carry this message to other
employers and encourage their support, as well as taking action within their own companies.

Business leaders are important champions because of their influence, credibility, connections,
and resources. They can help state programs extend the reach of heart disease and stroke
prevention messages in many ways, such as participating in a special community task force,
offering to establish a model worksite program at their company, and talking to other business
leaders about the benefits of worksite heart disease and stroke prevention interventions. They can
help spread the word about such benefits as reducing company health care costs, improving
employee health and productivity, and supporting healthy communities.

Gaining support from business leaders will take time and effort because they are often inundated
with requests to support many other worthy causes, and usually have many competing priorities
for their time. Thus, it is important to focus resources on business leaders who may already be
concerned with employee and worksite health issues, such as those involved with local business
health coalitions, those who sit on health association boards, or those whose companies support
local health events such as the American Cancer Society’s Great American Smoke Out or Relay
for Life.
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Key types of decision-makers include:
e Chief Executive Officers (CEOs) and Chief Financial Officers (CFOs).

e Senior managers in human resources, benefits, occupational health, and health
promotion.

e Civic leaders.

e Political leaders.

e Influential health professionals.
e Labor union leaders.

2. Partnerships with Local Employer Groups and Health Associations
State program staff often do not have the time or resources to meet individually with every
business in their state to promote heart disease and stroke prevention efforts and benefits for
employees. Thus, they may want to focus outreach efforts on state and local chapters of
organizations whose employer members are interested in learning the latest trends related to
employee health and health care cost savings, such as the following:

e Society of Human Resource Managers.

e Business and benefit consultants.

e Rotary, Lions, or Kiwanis clubs.

e State and local chambers of commerce.

e Small Business Administration groups.

e Health coalitions.

e Local business coalitions.

e Women-owned business groups.

e Associations of manufacturers, textile makers, food producers, retailers, hospitals,

automobile dealers, bankers, lawyers, financial planners, occupational health

providers, health insurance plans, etc.

e Franchise groups including fast food, dry-cleaners, quick service restaurants, retailers,
etc.

e African-American, Hispanic, Asian, Native American or other ethnic business
groups; professional organizations; and sorority and fraternity alumni associations.
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Getting buy-in and support from senior leaders in an association is key to securing an
opportunity to meet with or present to the association (or its local chapter) as a whole. Consider
first approaching one or more of the following association leaders:

e President.

e Programming coordinator.

e Public relations or membership director.
e Health benefits manager.

Each organization offers unique opportunities for state programs to reach its members. These are
just a few:

e Be a guest speaker at a monthly meeting.

e Coordinate a seminar or workshop on the topic of CVH and business for an
organization’s members.

e  Write a monthly or quarterly CVH and business column for an organization’s
newsletter or website.

e Work with the organization to send heart disease and stroke prevention information to
their members through special direct mailings or e-mails.

3. Community Awareness and Education

Educating employers, employees, and the general population through local and statewide media
news outlets can help to generate and sustain a “buzz” around CVH issues, which can affect
companies’ decisions to address heart disease and stroke prevention benefits and services. Media
campaigns can help educate employers and the general population about how a company’s
bottom line can be affected by the healthcare and lost productivity costs associated with heart
attack or stroke. Employers can be exposed to key messages numerous times through different
communication channels when these activities are conducted in tandem with grass-top level
support efforts.

News stories can also help spread the word. Stories can focus on ways companies are able to
lower their healthcare costs, improve worker productivity, and implement successful
interventions, resulting in positive returns on investment and employees with improved health
(lower cholesterol or blood pressure). Such news stories can also help to increase public
awareness of the state program’s initiatives with business leaders.

The following types of news media representatives will most likely be receptive and interested in
writing stories about heart disease and stroke prevention benefits at worksites:

e Business reporters and producers at local newspaper, television, and radio outlets;




Heart-Healthy and Stroke-Free at Work

e Health and business beat reporters from the Associated Press wire service whose
news stories are often published in large and small newspapers across the state; and

e Reporters at local and national business newspapers, magazines, and websites.
V. PLANNING A MACRO-MARKETING EFFORT

Conducting macro-marketing activities takes time, organization, and leadership. The following
start-up checklist can help state programs begin.

Start-Up Checklist

“ Involve the right people. Identify others in the state health department or in the community
who have successfully worked with businesses and worksites, and ask them for lessons they
learned and contacts they made with business organizations. Identify local chapter leaders of
national organizations such as the American Heart Association or the National Business
Coalition on Health. These types of organizations often share a similar mission as the state
program, and they may be willing to coordinate efforts with state programs to market efforts
to their membership.

M Select a strong leader. Assign a staff member with leadership and communication skills and
the ability to plan and implement activities to approach business groups. This person needs to
be creative and skilled in bringing others with similar interests together. If staff resources are
limited, an outside consultant or community leader may be needed to oversee activities.

M Create a unified vision. Develop a vision statement defining what the success of this project
would look like. Having a vision statement in place will unify the effort and serve as the
basis for creating goals, strategies, and activities in support of this vision. For example,
consider this vision statement from District 8 of the Texas Department of Health:

“We commit, through personal and organizational excellence, to be an agent of
change dedicated to achieving a healthier Texas.”

M Create a plan of action with goals, strategies, and activities. Goals help to define what
must be accomplished to achieve the vision. Strategies describe the activities needed to meet
the goals. Determine what strategies are needed to make progress with business and turn
these into action steps.

¥ Develop ways to measure progress. Creating change takes time. Tracking achievements
will help maintain the momentum necessary for success. Once goals, objectives, and
strategies have been developed, identify how they can be evaluated.

M Recognize partners’ contributions. Take the time to let partners know their time, effort,
and ideas are appreciated. “Thank you” goes a long way.
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VI. IMPLEMENTING MACRO-MARKETING ACTIVITIES

The plan of action may incorporate a variety of suggested macro-marketing outreach efforts.
Below are some suggested activities and steps to help orchestrate them.

Activate a Heart Disease and Stroke Prevention Business Task Group

Work with a state or local heart disease and stroke prevention coalition or council to create a
small task group focused on worksite issues and how to best reach influential business leaders.

1.

Identify three to five influential coalition or council members who could participate in the
small task group.

Send or e-mail a letter inviting them to be part of the task group. The letter should specify
the purpose of the task group, roles and responsibilities of members, and time
commitment involved. With the letters, include a copy of the Six-Step Guide for
Employers.

Make follow-up calls to secure participation.

Reach an agreement with task group members on their level of involvement,
opportunities they can help create, organizations they may connect to your state program,
and their preferred method of communication (i.e., e-mail, phone, face-to-face).

Develop an action plan and ask task group members for feedback and input.
Development activities could include:

a. Developing or refining critical messages, directed to local businesses that address
employer preventive health services and benefits to reduce heart attacks and strokes.

b. Recommending contacts at business organizations that could be approached to
discuss opportunities for speaking engagements or disseminating information.

c. Authoring op-ed letters for local business publications.

d. Identifying a local spokesperson or guest speaker for state program presentations.

e. Suggesting additional private sector funding for activities.

Keep the task group regularly apprised of activities, challenges, and opportunities via e-
mail, conference calls, or face-to-face meetings.

Plan a Series of Presentations throughout the State on the Topic of Heart Disease and
Stroke Prevention and Business

1.

Develop a list of business and community organizations to target, determine when and
where they meet, and identify a key contact.

Create and send a letter requesting the opportunity to conduct a presentation at a business
meeting.

Send a follow-up letter to and call the key contact to explain why the organization’s
members would benefit from a presentation.
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Secure support and involvement from the organization.
Determine the role and responsibilities of the state program and the organization.

Modify the PowerPoint presentation provided in the Toolkit, and prepare handouts for
distribution. Tailor the resources in this 7oolkit to meet the needs and interests of the
organization.

Rehearse the presentation and anticipate questions.

After the presentation/workshop, follow up with any members who expressed interest in
initiating or expanding their heart disease and stroke prevention program, services, or
benefits. Provide one-on-one follow-up to anyone who has shown interest, and refer them
to additional resources.

Conduct Media Outreach Efforts to Help Raise General Awareness and Support for Heart
Disease and Stroke Prevention Interventions at the Worksite

Getting messages and information into the media’s spotlight can be achieved in numerous ways.
It may take a combination of these suggested activities and others to generate and sustain news

coverage.

1. Create short blurbs for business and company newsletters.

2. Contact reporters with story ideas.

3. Invite reporters to presentations and meetings to keep them apprised of new studies and
research showing the impact of heart disease and stroke prevention benefits and services
on employee health, productivity, and health care costs.

4. Seek out opportunities to be a guest on “talk-radio” stations that cater to business, or
appear on weekend TV shows including local cable stations (e.g., “ask the experts” or
“health focus”™).

5. Develop a public service announcement (PSA) campaign and place PSAs in business

newsletters or in the business section of a local newspaper. Depending on available
funds, consider buying advertising space to guarantee that the ads will be printed or aired.

Before conducting any awareness-raising activities with the media, answer these questions:

e  What is your communication goal? Are you trying to generate awareness that
businesses need to invest in prevention-related benefits for heart disease and stroke?

e  Who is the audience you are trying to reach? Are you targeting the general
community or do you want to reach only business people? If you want to reach
business people, contact the media and reporters that focus on them.
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e What are the key messages? Determine the three statements you want your news
story to tell, and make sure to express them clearly when talking to the media.

e  What is your “news hook”? The media want to know the story you are trying to tell,
why it is relevant to their readers, and what makes it newsworthy. It is important to
know how to “frame” your key messages so that you can attract media attention.

e What communications tools will you use and how will you disseminate them?
Use one or a combination of these depending on the media: press releases, fact sheets,
letters to the editor, articles, or short announcements with compelling facts for
newsletters.

e  Who are your spokespeople? If you are the spokesperson, rehearse with someone
beforehand and role-play types of questions and answers. If you have another
spokesperson, role-play with them to be certain they include the key messages and are
adequately prepared.

e  When do you want to execute your media strategy? Determine the timing of when
materials will be approved, and when can you begin contacting media.

For more information about working with the media, consult Take Action for Heart-Healthy and
Stroke-Free States: A Community Guide for Policy and Environmental Change, available on
CDC’s Cardiovascular Health Web site at www.cdc.gov/cvh/state program/.

VII. PERSUADE BUSINESS LEADERS AND ORGANIZATIONS TO SUPPORT
HEART DISEASE AND STROKE INTERVENTIONS

The macro-marketing activities described in this guide will result in opportunities to
communicate directly with decision-makers and employers. What are the best ways to convince
decision-makers to adopt and commit to establishing heart disease and stroke prevention benefits
and services for their employees? The tips below will assist in this communication process.

Set the Stage

Follow the 80/20 principle. It is often said that one gets 80% of the benefits out of 20% of the
effort. With multiple demands on staff time, it is best to identify and concentrate on the activities
that fall within that 20% area, and direct time and energy toward the decision-makers who are
most receptive and responsive to the issue of heart disease and stroke prevention.

Have a plan ready for the decision-maker. Before speaking with decision-makers (henceforth
referred to as “clients”), it is important to know what actions you want them to take. Try to
understand the client’s position and needs, the organization he or she represents, and his or her
personality. Tailor your messages to the client’s needs. Recommend specific steps for employers
to take and encourage them to commit to initial steps on the various options proposed. For
example, if they are not receptive to hearing about health insurance options, ask to set up a
meeting with the director of human resources or the benefits manager to discuss a heart disease
and stroke prevention plan that is customized to match their needs and available resources.

10
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Take a client-oriented approach. Take a client-oriented approach to promoting heart disease
and stroke prevention programs, rather than a program-oriented approach. The client-centered
approach identifies the benefits of the project that are most relevant to the client’s perceived
needs. A program-oriented approach revolves around a description of the program itself. The
most effective way to ensure that communication is client-oriented is to ask open-ended
questions to identify the decision-maker’s needs. For example: When inquiring about available
funds and resources, you may want to ask: What resources do you have to support a heart disease
and stroke prevention program?

Use open-ended comments or questions to identify needs. You can use open-ended questions
and active listening skills to identify and confirm client needs, respond to indifference, clarify
misunderstandings, and respond to objections. Open-ended questions require elaborated
responses. Here are a few examples of open-ended questions that may provide insight into the
client’s concerns:

e What prompted you to contact me?
e How would you describe your company?

e What are you hoping to accomplish with your cardiovascular health promotion
program?

e What are your greatest concerns about employee health or health care?
e Describe your company composition—types of employees, locations, and so forth.

From the responses to these and other questions, you will begin to understand the health issues
important to the client, and you will also gain a sense of the client’s personality, leadership, and
organizational style. Using this background information, craft key messages to resonate with the
client’s way of seeing his or her business. Validate the client’s perceptions about the results of
taking action and make supportive statements when he or she identifies potential positive
outcomes. Clarify the consequences of not taking action, as well as the benefits of taking action.
This helps to motivate a decision-maker to take action.

Prepare for and respond to client “objections.” At some point, you are likely to encounter
client objections to your proposal. A client may object due to a lack of interest in a health and
wellness program. Sometimes clients object because they are interested in your proposal, but
need further information. Always treat every objection with respect and diplomacy. Plan your
responses to potential objections in advance, and ask a co-worker to role-play a cautious
employer.

Use the following communication techniques to respond to objections:
e Use open-ended questions to help uncover or clarify "real objections."”

Example: 1f a client says he or she can't implement a program because of an
upcoming busy period, it might be that the company is short staffed, or doesn’t have

11
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the needed skills to carry out the program. To clarify, use open-ended statements like,
“Are you saying that ..." “Are you concerned about ...”

e Employ the "yes, and" technique. Agree with (validate) the client’s response (the yes)
and then offer them new information.

Example: “I realize that August and September would be a busy time, but we’re
flexible with our schedule and would be willing to wait until a time that is more
convenient for your staff.”

e Provide proof. Part of preparing for one-on-one discussions with decision-makers is
to bring along documentation to support your recommendations and claims.

Examples: 1f an employer wants to see evidence of cost savings, provide copies of
relevant journal articles. If you are asked to verify your claim that a specific company
has benefited from this approach, you could present a letter of support from that
company.

Summarize your discussion before the close. Based on your initial discussion with the client,
develop a picture of his or her concerns and how your strategies will address them. By the end of
the discussion, it may be helpful to summarize the client’s concerns and your recommendations
before asking for a commitment.

Example: “1 know that you are concerned about taking time away from staff to
implement these programs. You’re also concerned about the rising costs of health
insurance and whether these cardiovascular health approaches will impact these costs.
I've shown you how cardiovascular health programs can reduce these costs and
improve employee productivity over time. Do you think this program will address
your concerns? If so, the next step in this processisto...”

Use close-ended questions to reach a commitment. In the early stages of this process, the
focus was on open-ended questions as a method for identifying a cl